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Background & Methodology 
 Wyoming Travel and Tourism (WTT) has measured the effectiveness of its advertising campaign for many years. 

While this paid component is an important piece of the organization’s marketing, there are additional ways WTT can 
influence consumers, including through its owned resources, including its website www.wyomingtourism.org. 

 This report evaluates the impact of the state’s website based on a year-long, multi-step research process. WTT 
placed a capture survey on its website, through which users were asked their site satisfaction and to provide an  
e-mail address to complete follow-up interviews. More than 6,700 of these capture interviews were completed.  

 Those respondents were then e-mailed a follow-up survey that asked for details about their website usage as well as 
their awareness of paid advertising. Knowing that these two sources are important to DMOs as well as travelers, it is 
valuable to understand where they intersect. More than 900 of the follow-up awareness surveys were completed 
over the course of the year.  

 And finally, those who had gone through the first two steps were then sent a travel survey at the end of the year to 
evaluate if their usage of the site had resulted in travel or altered behavior. This was the same travel survey used in 
both Advertising Effectiveness ROI and Visitor Profiling.  

 As an initial report detailed usage of the site and gauged awareness of the paid media, the following focuses on the 
resultant travel and spending attributable to the website.  
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Integrating Website Influence 
 Although paid media receives the most significant resources, there are other ways WTT can directly influence 

trips and/or visitor spending, namely the state tourism website www.wyomingtourism.org. 

 Some of those who visit the website are aware of Wyoming’s advertising, and were influenced by multiple media. 
Because many of those who use the website indicate that they have already decided to visit the state, the impact 
of these media should be calculated in terms of the additional travel and expenditures that were generated.  

 The impact of many of these households also has already been accounted for in the advertising effectiveness 
methodology, and they should not be double counted. However, it is still useful to understand the role of the 
owned media sources in conjunction with the purchased media, as well as the specific impact. 

 The goal will be to provide an in-depth understanding of the incremental impact from the owned media, as well 
as the synergy between the bought and owned media. 

 The goal of the integration research is to identify the net impact of the guide and website by evaluating the level 
of Wyoming travel among those who were not aware of the advertising and were not already planning to visit. 
The website can have an impact on those who were already planning to visit by influencing them to spend more 
than those who did not use such resources. Those who were aware of ads could also spend more. 

 The following will examine the impact of three groups: 
• Website visitors who were not already planning to visit and were not aware of ads. 
• Website visitors who were not aware of the advertising but were already planning to visit. The influence of 

this group will be the incremental spending attributable to the website. 
• Website visitors who were aware of the advertising and whose incremental spending is attributable to the 

web.  
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Overall Visits by Web Users 
 Overall usage of the website was up from the previous year, with more than 1.8 million unique visitors. With 

nearly half of all site users ultimately visiting Wyoming, this resulted in more than 850,000 trips to the state by 
web users, up slightly from 2012. As has been seen in Visitor Profiling and Advertising Effectiveness, trip spending 
is down slightly from the previous year. However, in total, this translates into $1.3 billion in spending by visitors 
who access www.wyomingtourism.org. 

 While it is interesting to see the total revenue associated with the website, we are more interested in the net 
impact among those who were not already aware of the advertising and who were not planning a trip, as this 
represents the additional impact not already counted by the traditional ROI effort. 
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Total Web Impact 
2012 Website 

Visitors 
2013 Website 

Visitors 

Total US unique users 1,561,625 1,803,793 

Travel rate  50% 48% 

Total travelers  777,311 866,811  

Avg. trip expenditures  $1,793 $1,460 

Revenue generated from 
web visitors  $1.4 billion $1.3 billion 
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Potential Website Impact 
 Given that website users have often already made a decision to visit before visiting the website, their travel can 

not be attributed to usage of the site. In the same way, awareness has already been accounted for in the 
advertising effectiveness measurement, so resultant travel from web users who were aware can not be 
attributable to the web as not to “double count” their trip. However, influence of the site is bro 
 Website visitors who were not already planning to visit Wyoming and were not aware of ads. All trips and 

spending from this group are considered influenced by usage of the website. 
 Website visitors who were not aware of the advertising but were already planning to visit. The influence of 

this group will be on the incremental spending attributable to the website. 
 Website visitors who were aware of the paid advertising. The influence here is the additional spending the 

website is able to generate over other trips to Wyoming.  
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Influence – Not Already Planning & Unaware Users 

 The website can influence travel for those who were not 
already planning to visit Wyoming to take a trip to the 
state.  As noted, only those who were not aware of the 
advertising will be counted. 

 Given the rate of already planning and awareness, this 
leaves about 170,000 website visitors able to be directly 
influenced by their visit to the site. Of these, 46% ended 
up visiting the state, resulting in nearly 83,000 trips 
attributable to usage of the website. This is up from the 
previous year when the rate of travel by those not 
already planning and unaware was considerably lower. 

 Although trip spending was lower overall, this audience is 
responsible for $120 million in visitor spending to 
Wyoming for 2013. 
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Not already planning & Unaware  2013 Web Users  
Total U.S. unique users  1,803,793 
% Not already planning a trip  55% 
Not already planning website visitors  992,086 
% Unaware  17% 
Potential influence  168,655 
Rate of travel  46% 
Total trips influenced by website  78,081 
Spending by website visitor  $1,460  
Revenue attributable to website  $113,998,047  
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Influence – Already Planning & Unaware Users 

 Though the website cannot take credit for trips that 
occurred by those who were already planning a trip 
when they landed on the site, it can provide information 
that results in additional spending as a result of 
visitation of the site.  

 In the 2013 Advertising Effectiveness and Visitor Profile 
research, the average trip spending was $1,092. The 
difference between this level of spending and the level 
for those who visited the site is considered its sphere of 
influence. Here, the influence is $368 in additional 
spending per trip, or nearly $20 million in total visitor 
spending. 
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Already planning & Unaware  2013 Web Users  
Total U.S. unique users  1,803,793 
% Already planning a trip  45% 
Already planning website visitors  811,707 
% Unaware  16% 
Potential influence  129,873 
Rate of travel  54% 
Trips for which spending level can be influenced  69,575 
Spending by website visitors  $1,460  
Spending by non website visitors  $1,092  
Spending per trip attributable to the website  $368  
Incremental spending attributable to the website  $25,603,553  



Influence – Aware Users 

 Given the level of advertising awareness by website users, 
this group holds the largest potential because of its size. But 
just as with those who were already planning a trip, those 
who are aware are only able to be influenced by the website 
in their trip spending. As the advertising effectiveness 
process counts their average trip spending as attributable to 
the paid media, it is important that this audience not be 
“double counted.”  

 So though not all of their spending can be attributed to the 
website, again the difference between the average level of 
spending by aware website visitors and other visitors is 
considered influenced. Here, that difference is $419, which 
results in nearly $300 million in visitor spending attributable 
to usage of the site.  
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Aware  2013 Web Users  
Total U.S. unique users  1,803,793 
Awareness  83% 
Aware households  1,505,265 
Rate of travel by aware  47% 
Aware website users who visit  706,553 
Spending by aware website users   $1,511  
Spending by WY visitors   $1,092  
Incremental spending  $419  
Influenced spending   $296,045,741  
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Total Website Impact 
 Two of the three types of website visitors had increases in influence. 

• Those unaware and not already planning a trip brought in $12 million more in visitor spending than in 2012.  
• As the largest audience, aware website visitors not only brought in the most significant visitor spending to 

the state, but it was up 500,000 from the previous year. 

 Those who were already planning a trip and unaware of advertising had a slight decline in influence, which 
resulted in an overall decline in website influence of nearly $72 million. 

 However, overall, the website was able to bring an additional $435.6 million in visitor spending to Wyoming that 
would not have occurred with the web content.  

 

www.smari.com 9 February 2014 

   2012 Web Influence  2013 Web Influence  
Influenced Travel (Unaware and Not Already Planning)  $101.8 million  $114.0 million  
Incremental Spending (Unaware and Already Planning)  $110.0 million  $25.6 million  
Influenced Spending (Aware)  $295.5 million  $296.0 million  
Total influence   $507.3 million  $435.6 million  



Economic Impact 
 Given the influence of all the Wyoming Travel & Tourism media sources – paid advertising and the website 

www.wyomingtourism.org – the total direct visitor spending for 2013 was $1.16 billion – only slightly less than the 
previous year.  

 However, the paid media budget was lower for 2013, which results in a slight increase in the return on 
investment. With both the paid and owned sources, the Wyoming Travel and Tourism marketing efforts returned 
$202 in visitor spending for every $1 invested.  

 And the state sees more than $47 million in tax revenue because of this visitor spending. Though the web 
influence was slightly less than in 2012, it remains that the site is just as important to the organization as the paid 
media efforts and brings in a significant portion of the state’s influenced visitor spending.  
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Total Economic Impact  2012 2013 
Advertising influenced trip spending   $685,845,643  $722,683,566  
Website influenced travel (unaware and not already planning)   $101,824,089  $113,998,047  
Website incremental spending (unaware and already planning)   $109,989,706  $25,603,553  
Website influenced spending (aware)   $295,523,816  $296,045,741  
Total influence   $1,193,183,255  $1,158,330,907  
Media expenditures   $5,632,822  $5,380,195  
SEM & email expenditures  $322,973  $345,000  
Total expenditures   $5,955,795  $5,725,195  
ROI  $200  $202  
Taxes generated   $48,920,513  $47,491,567  
Tax ROI  $8.21  $8.30  
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Appendix – Questionnaires  
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Capture Survey 
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Follow-up Awareness Survey 
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Follow-up Awareness Survey 
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Travel Survey 
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Travel Survey 
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Travel Survey 
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Travel Survey 
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